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ABSTRACT
THE IMPACTS OF COGNITIVE AND AFFECTIVE VALUES ON TRADESHOW
EXHIBITOR’S OVERALL SATISFACTION AND FUTURE BEHAVIORS
Ju Hee Kang
Dr. Seyhmus Baloglu, Examination Committee Chair
Professor of Hotel Administration
University of Nevada, Las Vegas

Attracting and retaining customers is a main issue for show management, due to
the increasing competitive matter of the exposition industry. Exhibitors are more
demanding and more selective of the shows in which they will participate. Thus,
understanding what exhibitors want and how they perceive a tradeshow is crucial for
show managers to attract and attain their exhibitors.
The purpose of this study is to examine the multiple dimensions of perceived
value (monetary, social and emotional) on trade show exhibitor satisfaction and future
behavior (willingness to pay, word-of-mouth behavior, and loyalty). This study
examined perceptions o f exhibitors at a hospitality tradeshow in Las Vegas, Nevada.
This research investigated which factors in perceived value dimensions are expected to
influence exhibitors’ satisfaction and their future behaviors. The estimation of perceived
value was conducted through evaluating both cognitive and affective perceived value
dimensions. The study examined what a perceived value has a positive relationship with

m
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satisfaction and behavioral intentions. Each of the perceived value dimensions can be
identified to help show managers develop effective marketing strategies and provide
customized services which may lead to positive results for exhibitors’ future behaviors.
This study found that price fairness and social value are positively related to
willingness to pay and that perceived quality is indirectly related to customer behaviors
through satisfaction. Emotional value was determined as an important factor to influence
both satisfaction and customer behaviors. Emotional value has a direct impact on
exhibitors’ behaviors and an indirect impact on their behavioral intentions through
satisfaction. This study exhibited more powerful impacts when perceived value
indirectly influence on exhibitors’ behaviors. The result of this study indicated that both
cognitive and affective perceived values are considered to be important in exhibitors’
decision making process.
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CHAPTER I

INTRODUCTION
The importance of tradeshow is getting serions attention in the service industry.
Tradeshow brings all components including buyers (attendees), sellers (exhibitors),
competitors and new products. Since tradeshow is one time event and it should satisfy all
participants at that particular moment, it is essential to create customer value during the
show. There are various studies on value creation in other marketing and retail areas,
however, few studies have been conducted in the exhibition industry. Therefore, this
study applies the value creation concept into the tradeshow industry in order to improve
overall perceived value by exhibitors.
Value creation to customers has been emphasized to a great extent in relationship
marketing. The primary goal of building relationships with customers is to create
customer loyalty. Creating value can be a foundation of not only building relationships
with customers but also maintaining the bond. The underlying strategy is significantly
related to a companies’ ability to provide a differentiated value to customers, which is not
provided by competitors. Companies can add more value to their products or services in
order to improve customer satisfaction. This gives opportunities for companies to have
competitive advantages in their business market (Ravald & Gronroos, 1996).
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Previous studies suggest two major approaches to identify value dimensions
(Benkenstein, Yavas, & Forberger, 2003; Kwun & Oh, 2004; Petrick, 2002; Sanchez,
Callarisa, Rodriguez, & Moliner, 2006). The first aspect o f this concept deals with
consumer comparison between quality and price. This approach is considered later as a
trade-off (Oh & Jeong, 2004; Ravald & Gronroos, 1996). The second approach of
studying this concept includes affective dimensions such as emotional and social value
(Benkenstein et al., 2003; Petrick, 2002). With this regard, current customers who have
value consciousness are influenced neither by the best product nor by the lowest price
itself when they make a purchase decision (Mazudar, 1993). In the hospitality industry,
affective reactions from customers and estimation of consumption experience occur
simultaneously at various service encounters. Therefore, examining the impact of
affective value is critical in order to understand customers purchase decision making. In
the same aspect, exhibitors can assess the outcomes of trade show with an overall
perspective, including the business success and their emotional achievements.
As a result, prior studies proved that perceived value is an antecedent of çustomer
satisfaction that influences their future behaviors (Oliver, 1980; Sanchez, Callarisa,
Rodriguez, & Moliner, 2006). Perceived value was considered as customer’s recognition
or impression during or after consumption. The results of experience after consumptions
can be different compared to previous perceptions at a prior stage before use products and
services (Al-Sabbahy, Ekinci, & Riley, 2004). Perceived value is a comparison between
benefits and sacrifices. The associations of feelings such as images, enjoyment, and
emotions have impacts on value creation. It is equally important to anticipate customer
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behavior (Sanchez et al., 2006). Therefore, it is important to understand what customer
perceived value is and which value is thought to be essential to customers.
There have been several studies which deal with a single perceived value and its
impact on satisfaction which leads customer behaviors (Oh & Jeong, 2004; Sui &
Baloglu, 2003; Tsiotsou, 2006). Some studies employed couple of perceived value as
independent variables and anticipated customer behaviors (Iglesias & Guillen, 2004;
Laesser & Peter, 2005; Petrick, 2002). However, these frameworks have not been
applied to the exhibition industry. Exhibition attendees are a target market that show
marketers have to nurture. Exhibitors too must be supported and their objectives for
attending a show must be met. Thus, exhibitors’ perceived value for estimating overall
results of exhibiting becomes an essential subject for tradeshow managers.

Problem Statement
Previous studies have found that perceived value of customers is associated with
satisfaction or positive customer behavior intentions. Perceived value is measured by
product quality, service quality, price fairness and other assorted values (Al-Sabbahy et
al., 2004; Kwun & Oh, 2004; Petrick, 2004a; Petrick, 2004b; Tsiotsou, 2006). Perceived
values, combined with affective value, have been studied in the hospitality industry
(Benkenstein et al., 2003; Nyer, 1997; Sweeney & Soutar, 2001). This perceived value in
the hospitality industry is linked to the probability of increasing customer satisfaction and
leads to positive results on customer behaviors. The majority of the studies use at least
one or two variables to observe the impact of satisfaction on customer intentions.
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variables such as loyalty, word of mouth, and intention to purchase. Current studies,
however, are based largely on similar research in other industries, but not in a hospitalityrelated area. To date, no study has built a model that examines the complex relationship
among perceived values, satisfaction, and behavior intentions used. It is important to
note that perceived values are applied into the exhibition industry with theoretical
literature sources from other hospitality areas because trade shows have attributes of
cognitive and affective values similar to other hospitality sectors. Thus, marketers will
have a more sophisticated way to implicate each value concept from the results of
examining a greater segmented test model.

Research Objectives
Satisfaction is proposed as a significant mediator between perceived value
dimensions and behavioral intention. In that respect, this study's research questions are:
1. What is the nature of the relationship between perceived value dimensions and
satisfaction?
2. What dimensions are more influential on show satisfaction?
3. How are perceived value dimensions and satisfaction related to various behavioral
intention variables such as willingness to pay, word-of-mouth, and loyalty?

Importance of the Study
A significant consequence of this study is another trial in testing a general model
concerning perceived value estimation in the exhibition industry. Since exhibitors play a
crucial role in success o f a trade show, their estimations and reports following the show
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may impact participation in future event. Therefore, studying how exhibitors perceive
the show in which they exhibit, satisfaction with the show, and how they act after the
show provides powerful information to show management. Such information will help
show management quantify the success of their show and enhance performance for future
shows.
Theoretical importance of investigating perceived variables can be enhanced by
using a sub-theme referred to as perceived quality, price fairness, emotional and social
value from exhibition practitioners. One of the distinctive aspects of this study is the
inclusion of affective values in measuring the impact of perceived value on customer
satisfaction and behaviors. Since most studies regarding trade show effectiveness have
focused on physical measurements such as the number of lead contacts and sales, the
addition of invisible values from exhibitor psychological perspective is obviously
innovative to both the research area and the exhibition industry. This study examines
four independent variables (perceived quality, price fairness, emotional and social value),
expected results of customer behaviors and defines their relationships in detail. Through
multiple regression analysis, the direct and indirect relationship between perceived values
through satisfaction is investigated and describes a more effective model, and,
accordingly, the outcomes will provide theoretical and practical suggestions.

Anticipated Results
Through literature reviews, the results of this study are expected to be as follows:
First, each factor (quality, price, social and emotional dimension) will have a positive
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relationship on exhibitor satisfaction and future behaviors. Secondly, price will be
considered as the most statistically significant variable influencing the expected results
on exhibitor foreseeable behaviors. Assuming that cost is perceived as fairly priced
based on the combination o f exhibitor experience and previous information, marketers
will begin to look at other variables needed for better trade shows. This knowledge will
lead to increased customer satisfaction and continued positive exhibitor behavior in the
future. From the literature review (Sanchez et al., 2006), social value is the second most
influential factor of future purchasing decisions. For exhibitors, these values concerning
trade show performance and individual affect will demonstrate exhibitor perception in
their exhibitions. Therefore, the results will provide implications for show managements
to establish new marketing strategies in order to improve the value o f the show.

Definition of Terms
The terms listed below are defined for this research study as follows:
Trade show: A trade show is an event where suppliers from a given industry gather in one
location and set up physical exhibitions to showcase their company's products and
services. (Black, 1986 as cited in Herbig, P., O'Hara, B., & Palumbo, F. A., 1998).
Perceived value: A broad concept, perceived value concerns customer perceptions of
what is received and what is given in order to estimate the utility of a product (Zeithaml,
1988).
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Perceived quality: From a marketing standpoint, perceived quality is the term indicating a
prominent factor to measure cognitive value where expectations are estimated by results
(Sanchez et al,, 2006).
Price fairness: Price fairness is a customer’s overall judgment regarding comparisons
between a given price and a product quality in reasonable, acceptable or justifiable ranges
(Oh & Jeong, 2004).
Emotional value: “The perceived utility acquired from an alternative’s capacity to arouse
feelings or affective states. An alternative acquires emotional value when associated with
specific feelings or when precipitating those feelings. Emotional value is measured on a
profile of feelings associated with the alternative” (Sheth, Newman, & Gross, 1991, p.
161).
Social value: “The perceived utility acquired form an alternative’s association with one or
more specific social groups. An alternative acquires social value through association
with positively or negatively stereotyped demographic, socioeconomic, and culturalethnic groups. Social value is measured on a profile of choice imagery” (Sheth et al.,
1991, p. 161).
Customer satisfaction: As an overall concept, customer satisfaction is a decision
regarding the feature of products or services or the products or services themselves. The
fulfillment response of customers offers a pleasurable level of consumption relative to
their experience (Oliver, 1996).
Willingness to pay: Willingness to pay is a timely decision making process regarding
precise numbers and amounts o f offerings and specific brands (Nacif, 2003).
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Word o f mouth: Word o f mouth is the passing of information by verbal means in an
informal manner without mass media, advertising, organized publication or traditional
marketing (Wikipedia Foundation, 2006).
Loyalty: The concept of loyalty is explained by consistent, repetitive purchases combined
with customer fulfilled commitment regardless of any situation causing a switch in
attitude or behavior (Oliver, 1997).

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

CHAPTER II

LITERATURE REVIEW
Introduction
In the tradeshow industry, the exhibitor’s satisfaction of the participation at a
show can determine whether or not they exhibit. In the literature review, interactions
among perceived values, customer satisfaction and customer’s behavior are described.
Perceived value is grouped into two different sectors: cognitive and affective value. This
chapter explains the links between each perceived value, consumer satisfaction and
behavioral intentions. According to these links, the hypotheses for the relationships are
suggested. Studying perceptions of tradeshow exhibitors helps researchers understand
how exhibitors perceive the show and estimate the effectiveness of the show.

Overview of Perceived Value
Perceived value is regarded as one of the most important elements that affect
customer behavior. Perceived value is also considered as a key factor in relationship
marketing that influences the outcomes of marketing activities (Sanchez, Callarisa,
Rodriguez, & Moliner, 2006). Consumer behavior depends on how a consumer perceives
the value of the products and services. From earlier studies perceived value has received
much attention in quality-related or price-based transactions (Mazumdar, 1993; Zeithaml,
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1988). Today perceived value is thought to be as customers’ overall perceptions
(Lapierre, 2000; Sweeney & Soutar, 2001). There have been two major approaches to
conceptualize perceived value.
First, perceived value may be identified by approaches: benefit and sacrifice.
Benefits can be described as what a customer expects from a product. This can be
explained by actual economic value and social value. Sacrifices can include what a
customer gives. This is showed by price, time, effort, risk and convenience (Ainscough,
2005; Al-Sabbahy, Ekinci, & Riley, 2004; Oh, 2003). According to Heinonen (2004),
benefit is usually conceptualized as quality of the product, whereas, sacrifice is described
as price. So, perceived value is understood as the trade-off between benefit and sacrifice
(Lapierre, 2000).
On the other hand, a multi-dimensional approach to perceived value has been
developed by other researchers (Gassenheimer, Houston, & Davis, 1998; Heinonen,
2004; Kwun & Oh, 2004; Lapierre, 2000; Palmer & Ponsonby, 2002; Sanchez et al.,
2006; Sweeney & Soutar, 2001). For instance, Mazumdar (1993) found that customers
who have value consciousness are influenced neither the best product nor the lowest price
when they make purchase decisions. Rather, customers consider what they obtain in
exchange for the cost they pay for products. This important finding contributes to
overcoming traditional problems of perceived value, which focus on economic utility.
Also, this result suggests theoretical developments in customer behavior area, especially
the addition o f affective value (Sanchez et al., 2006).
The impact of perceived value has been examined in various industries. Previous
research indicates that perceived value has a great influence on consumer decision
10
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making in various aspects. Sheth, Newman, and Gross, (1991) discovered that functional
and social values are significantly related to the decision to smoke filtered or unfiltered
cigarettes, and the emotional value is the decision to smoke or not. Sweeney and Soutar
(2001) gave an example of choosing an attractive carpet. The result of their study
highlights the impact o f an emotional and functional response in individual preferences.
Sanchez et al. (2006) found that price as a cognitive value and social image as an
affective dimension are the most influential elements in estimating customer overall
perceived value in the tourism industry.
In an exhibition, there are multiple aspects of perceived value. A tradeshow
provides a place for exhibition companies to achieve their business goals by introducing
their products and/or services and gathering attendees’ contact information. Tradeshow
also allow companies to improve their image though exhibition. Exhibitors focus on the
result of business success in order to estimate the quality of the show. In addition,
service quality in the exhibition industry can be included in the cognitive part with
underlying questions; what customers receive from the service and how the service is
provided to them. Lee and Park (2002) emphasized the importance o f service offered in
the convention industry to improve convention performance. Bonoma (1983) mentioned
that one function of an exhibition is to give opportunities to communicate with others and
improve company image within their industry segment. Therefore, exhibitor’s
assessment of a tradeshow’s effectiveness is made in accordance with their business
success, pleasure or self-satisfaction in emotional and social aspects. To survive in
competitive market environments, tradeshow management must recognize what

11
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exhibitors expect through their participation in a tradeshow and how these exhibitors
assess and perceive each show.

The Impact o f Perceive Value on Customer Behaviors
Perceived quality is a good predictor of customer behaviors such as loyalty,
willingness to pay, and positive word of mouth. Cronin, Brandy, and Huit (2000) found
that perceived quality and price lead to perceived value. The increased perceived value is
directly related to purchase intentions. This means marketers can exploit perceived value
to generate positive customer behavior. Petrick (2004b) found the impacts of quality on
customer preference and word of mouth. The perceived quality leads to a more favorable
disposition towards the service provider and increases the commitment to re-patronage.
Customer willingness to pay, the greater or lesser, depends upon the perceived
value (Iglesias & Guillen, 2004). Increased perceived value generally occurs with
increased consumer willingness to buy a product or service (Mazumdar, 1993). Dodds,
Monroe, and Grewal (1991) found that perceptions of value and a subject's willingness to
pay were positively related to a favorable brand and store information. Kwun and Oh
(2004) indicated the impacts of value perception on customers’ behavioral intentions.
Customers give more weight on price effects when they compare their choice to
alternatives. On the other hand, they use overall perceived value when they evaluate their
choice alone. The authors determined the results of consumption experience occur at
post-purchase stage, not in prior experience. Their results enhanced an importance of
consistent services and products as antecedents of customer value and behaviors.

12
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The impact o f affective value is demonstrated as a factor of customer behavior.
Sui and Baloglu (2003) found that emotionally satisfied customers in casinos tend to stay
longer and spend more to enjoy their experience. In their findings, emotional value was
the key to influence customer loyalty and word of mouth and lead business success.
Dodd (1996) found the importance of affective value for determining whether to buy or
not, because emotional feelings and social images are explained by how their friends,
families or peers perceive them. Those findings indicate that perceived value is an
important antecedent o f customer behaviors. In some case, a particular perceived value is
significantly related to customer behaviors. Therefore, identifying which factor has
influence on customer behavior is important.

Perceived Value and Satisfaction
Perceived value and satisfaction indicate a personal preference to products and
services that customers consume. Several researchers discussed the difference between
the perceived value and satisfaction (Heinonen, 2004; Sanchez et al., 2006; Sweeney &
Soutar, 2001; Um, Chon, & Ro, 2006; Westbrook & Richard, 1991). Perceived value
should be separated from satisfaction because of its influence on the entire purchase
process o f a customer. On the other hand, satisfaction depends upon the customer
experience during and after consumption. Thus, perceived value of exhibiting at a
specific tradeshow may be measured without any actual exhibiting experience.
Satisfaction, however, cannot be measured without any experience because it occurs
only during and after purchase experiences. Also, the level of satisfaction depends upon

13
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exhibitors’ experience. The result of satisfaction could be different after experience,
compared to exhibitors’ previous perceptions. Satisfaction does not always lead
successful business results (Woodruff, 1997). Pertrick (2002) reported that customers
can purchase elsewhere although they are satisfied with products and services. Due to
these differences it is necessary to measure these two different aspects of consumer
reaction separately (Woodruff, 1997). Thus, this study separates perceived value from
satisfaction with regards to their impact on customer behavior.

The Impacts of Perceived Value on Satisfaction
Satisfaction has been studied as a critical element for the success in business and
service area. Customer satisfaction represents the result of individual’s experience in a
purchase and reflects both cognitive and affective dimensions. Previous studies suggest
that high levels o f perceived value result in similar levels of purchase and customer
satisfaction (Bojanic, 1996; Parasuraman, Zeithaml, and Berry, 1985).
Previous studies focused on the role of price in customer perception and
relationship between price and satisfaction (Bhattacharya & Friedman, 2001; Oh, 2000).
Price itself affects not only the way customers perceive prices, but also they determine
their behavior in the future (Binkley & Bejnarowicz, 2003; Vanhuele & Dre'ze, 2002).
Price was found as an indicator o f quality and sacrifice o f what the customer invests or
provides for their purchases (Rao & Monroe, 1988; Teas & Agarwal, 2000). Price was
also found as an important factor determining whether they are satisfied or not (Voss,
Parasuraman, & Grewal, 1998; Zeithaml, 1988). Improved satisfaction and loyalty can

14
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be expected when price and quality are compared (Matzler, Würtele, & Birgit Renzl,
2006). Participating tradeshows, exhibitors may compare their business success to their
investment for the exhibiting. The booth rental fee may be considered a major factor in
their estimation of show effectiveness because it is a high dollar item in their budget.
Exhibitors may consider enlarging their booth space if they can get more successful
business results such as better connection to the industry and increased business sales. A
bigger booth may be more attractive to attendees so that exhibitors can generate their
expected numbers o f lead calls and actual sales.
Nyer (1997) studied appraisal theories and then reported the role of emotions on
post-consumption responses. Nyer said that various results such as intentions to re
purchase, word of mouth or other positive reactions are predicted through the
combination o f satisfaction and other emotions. With regard to visitor satisfaction at a
tourism destination, the pleasure generated from experience is believed to be a more
influential factor to customer behavior intention in the future (Baloglu, Pekcan, ShiangLih, Santos, Williams, & Uysal, 2003).
Some studies have indicated satisfaction as a crucial factor which is related to
perceived value and influences customer behavior. In other words, satisfaction was the
consequence of perceived values, and then it impacts customer behavior. Perceived value
was related to customer loyalty indirectly through satisfaction (Parasuraman et al., 1985).
Good service quality generates better satisfaction and the improved satisfaction affects
the increased service quality (Bitner, 1990).
Although in most service industries both tangible products and intangible services
are provided, previous studies focused on one aspect of perceived value either cognitive
15
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or affective value dimensions. Few studies focused on the impact of all perceived value
dimensions on satisfaction. This study employed multi-dimensions to examine the role
o f perceived value in hoth perspectives, which was studied by Sanchez, et al. (2006), and
Sweeney and Soutar (2001).

The Impacts of Satisfaction on Customer Behaviors
In the hospitality industry, various results in customer behavior are generated
while delivering services to customers. For instance, customer interaction occurs at the
first stage. The second step is identified as the consumption stage where the customer
purchasing process begins. This is the point where customer satisfaction with a company
can be performed. Finally, customers evaluate and measure their experience. The results
lead customer behavior in some way, positive or negative. At this stage, companies
develop and maintain marketing strategies that will lead to a firm’s future activity of
continuous survival in the market.
Satisfaction is important when it relates to customers future behaviors in the
decision making process. The role of satisfaction can be emphasized by quoting the
effects of cognitive and affective aspects over the entire decision making process (Swan
& Combs, 1976). Studies of consumer satisfaction have been conducted by researchers
for some decades because of advantages given by the result of these studies. The main
benefits o f satisfying customers are guaranteeing higher profitability. Fully satisfied
customers affect customer positive behavior intentions referred to as willingness to pay
(Cronin & Taylor, 1992; Tsiotsou, 2006), word of mouth (Benkenstein, Yavas, &
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Forberger, 2003; Desai & Mahajan, 1998; Hede et al., 2004), and loyalty (Bigne,
Sanchez, & Sanchez, 2001; Hede, Jago, & Deery, 2004; Kozak, 2001; Petrick, 2002).
Satisfaction is indicated as the antecedents of loyalty and a positive word of
mouth (Antanassopulos, Coumaris, & Stathakopoulos, 2001; Davidson, 2003;
Wangenheim & Bayon, 2004). When focusing loyalty on customer behavior, the concept
of loyalty is explained as consistent purchase attitude. When satisfaction is combined
with customer fulfilled commitments, customer attitude or behavior does not easily
change in any situation (Oliver, 1997). From the perspective o f show managers, the
number of attendees and exhibitors is important, because it must be significantly related
to the financial success at the exhibition. Therefore, show managers need to maintain
exhibitors’ loyalty through the improvement of satisfaction. Exhibitors who have loyalty
are one o f the resources generating revenue increase to show managements.
Word of mouth is also considered one of the most important predictors affecting
customer future behaviors. When people say positive things about a business, the
effectiveness of this is proven and shows a huge synergy effect. Customers satisfied with
service are noted for relaying positive things about their experiences to. On the other
hand, dissatisfied customers are notorious for their negative comments. Reichheld and
Sasser (1990) reported word o f mouth efficiency compared to other marketing tools as
700% higher than newspaper or magazine advertising, 400% higher than personal selling,
and 200% higher than radio advertising. Severt, Wang, Chen, and Breiter (2007) asserted
that companies may be able to attract 100 people as new customers by just satisfying 20
people who are willing to tell their positive experience to others. Davidow (2003)
discovered a path explaining a connotation among three variables that positive word of
17
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mouth from a fulfilled satisfaction leads to customer loyalty. Severt et al. (2007) found
satisfaction as a factor o f attendees’ positive results in the convention industry. In their
findings, attendees’ motivation and perceived performance influenced loyalty and
recommendation the event to others.
In most marketing literature, one important finding has heen constant: customers
evaluate their experiences using all possible value dimensions. In some cases a different
perceived value impacted on satisfaction and different customer behavior. This study
considers variety p&ceived values as antecedent on customer satisfaction and behavioral
intentions. Behavior intentions include willingness to pay, word of mouth, and loyalty.
Hypothesis 1: Overall satisfaction is positively related to behavioral intentions.

The Measurement of Multidimensional Perceived Value
Benkenstein et al. (2003) found the necessity of combined function of both
cognitive and affective dimensions. Cognitive dimension is characterized by left brain or
objective dimension. Affective dimension is explained by right brain, feelings-based or
subjective dimension (Benkenstein et ak, 2003). Thus, many researchers insist that the
importance of interaction between them influences customer satisfaction decisions.
(Dabholkar, 1995; Szymanski & Henard, 2001; Westbrook & Richard, 1991). Thus, a
customer’s entire purchase process can be sufficiently explained by combining both value
dimensions.
Researchers suggest three value dimensions when they conceptualize perceived
value. Generally, quality and price are considered as functional dimensions. Emotional
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and social values are included. The former is described as personal feelings such as love,
hate, joy, and disgust. The latter is considered to be related with social relationships,
images, and reputation. Then these values are separated into two parts based on similar
categories: cognitive and affective (Sanchez et al., 2006, Sheth, et al., 1991; Sweeney &
Soutar, 2001). Cognitive value involves quality, price, or other factors, while an affective
value mainly consists of emotional and social dimensions. The more sophisticated the
measure is, the easier it is to understand what customer value is (Sweeney & Soutar,
2001 ).
Cognitive Dimensions
Cognitive dimension is the thinking process. This can be explained by the
understanding and interpreting o f what consumers have in their mind (Sanchez et al.,
2006). The cognitive process involves amount of information and the type of information
available for their decision making process (Kimchi & Hadad, 2002; Kwun & Oh, 2004;
Williams, Schreyer, & Knopf, 1990). In the tradeshow industry, show management
should pay attention to what exhibitors expect to get from their participation in the event.
Perceived quality in the tradeshow industry
From the customer’s standpoint, perceived quality is viewed differently from
objective or actual quality of products. In quality related studies of the service industry,
perceived quality is considered a process of evaluating customer expected and
experienced service as an essential element to determine customer behavior (Heinonen,
2004; Sanchez et al., 2006). Real value measured after purchase in order to make a
decision to purchase in the future. In other words, real quality to customers means the
outcome from the experience of acquired products or services (Sanchez et al., 2006).
19
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In various studies, perceived quality has concerned product quality as a
measurement. As tangible offerings, many are described as physical support, for
example, facilities, equipment, and amenities (Lee & Park, 2002; Lehtinen & Lehtinen,
1991). On the other hand, studies in the hospitality industry put more weight on
perceived service quality rather than perceived product quality. However, since this
industry provides tangible goods and intangible services that lead to customer satisfaction
and loyalty, both concepts should be considered as important elements (Desai &
Mahajan, 1998).
In the exhibition industry, show management provides tangible products such as
an excellent convention venue environment, a variety of essential equipment to set up the
show, and other support services for a successful tradeshow. From an exhibitor’s
viewpoint, this study considers business performance as the quality of a tradeshow.
Since all evaluations and decisions on future participation rely on the extent of business
success, perceived product quality was transferred into business quality which is related
to exhibitors’ business achievements. With relations to the service quality, interaction
with employee from the show management is considered. As intangible offerings, the
service quality explains employee attitude, discourtesy or ineptitude (Rutherford &
Umbreit, 1993). To measure the overall quality of a tradeshow from an exhibitor’s
perspective, this study includes performance quality in exhibitor’s business and service
quality of the show man agents. Behavior intentions include willingness to pay, word of
mouth, and loyalty.
Hypothesis 2: Perceived quality is positively related to overall satisfaction.
Hypothesis 3: Perceived quality is positively related to behavioral intentions.
20
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Price fairness on booth rental fee

According to Morris (1987), a challenge for businesses is charging an appropriate
price to customers for the products and services they offer. Pricing is a stage of assigning
dollar equivalence to a customer’s perceived value regarding their offerings (Morris &
Fuller, 1989). With considerable interest of how buyers perceive and process price
information of products and services, price perception is mainly conducted on the pricequality relationship toward value judgments (Grewal, Krishnan, Baker, & Borin, 1998).
Matzler et al. (2006) manifested the relationship and mentioned that “if perceived quality
exceeds perceived costs, customer value is high; while if cost exceeds quality, customer
value is low” (p. 220). Xia, Monroe, and Cox (2004) found that marketers need to
prepare relevant information for a price-quality transaction. It may be helpful to take a
customer’s attention away from pricing by providing other values.
In various studies, price fairness is defined as personnel interpretation using
individual memory for a nominal price. Price fairness is measured within a range of too
high, acceptable or very reasonable (Oh & Jeong, 2004). Customers show much higher
positive future behaviors when price is within a reasonable range. Otherwise, they are
offended by the price difference, especially when a price is heyond their expectations
(Oh, 2003). Consumer judgments about “price justice” or “price fairness” have a
significant impact on their purchase decisions.
Show managers are interested in how exhibitors perceive and process price
information. When exhibitors compare their show to other competing shows, the price
relative to booth rental fee is a standard to estimate the show effectiveness, because the
rental fee is a major of tradeshow expenditure. Gopalakrishna and Williams (1993)
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reported that an exhibition size is ranked as the first factor that impacts attendee memory.
The larger the exhibition, the more opportunity there is for attendees to remember the
exhibiting company. Among various items such as floor space, exhibit construction,
booth design, booth rental fees, and labor costs (Gopalakrishna & Williams, 1993), this
study considers booth rental fee as a key element in determining the exhibiting value at a
tradeshow. In addition, the loeation of booth is included as an element of estimating the
price fairness, beeause it is related to attendees’ traffie flows in the show floor. Behavior
intentions inelude willingness to pay, word of mouth, and loyalty.
Hypothesis 4: Price fairness is positively related to overall satisfaction.
Hypothesis 5: Priee fairness is positively related to behavioral intentions.
Affective Dimensions

Affective dimensions present individual emotions related to their preferences in
purchases (Sanchez et al., 2006). Few studies focused on the effects of affective value
dimensions in the service industry beeause it is difficult to estimate the impact of
affective value dimension.. There are some reasons explaining the difficulties. Service
businesses are eomplex in the way they provide offerings to customers. Emotional
reactions and cognitive evaluations from the customer occur at service encounters all the
time (Gountas & Gountast, 2003). Another affective value dimension, social value, is
added in the process o f affective valuation in order to examine the social impact of the
purchase. Although affective dimensions are less developed eompared to other perceived
value dimensions, measuring affeetive value is important in the service area, because this
is the point where the results of personal experienee are attained.
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Emotional value

The meaning o f affection is general feelings such as emotions and moods.
Gardner (1985) considered emotional value as a partieular concept, which may occur at a
certain moment when the customers purchase. Emotional value is related to personal
feelings that a customer have. Emotional indications are expressed by pleasantunpleasant, happy-sad or interested-hored (Bagozzi, Gopinath, & Nyer, 1999). A
satisfied customer is pleased by great services, while an unsatisfied customer may be
anger by poor service. Another explanation of emotional value is to some extent
enjoying partnership or feeling the sense of belonging within a group (Sui & Baloglu,
2003).
Emotional value interacts with cognitive value which is processing information of
products and services. Emotional vale also has great influence on customer behavior.
Positive emotions induce more positive evaluations towards products (Srull, 1983) or life
satisfaction (Bagozzi et al., 1999). As a result, the information process of evaluating and
memorizing experiences can be different by the impact of positive or negative emotional
values. Xia et al. (2004) found the impact of emotional value on decision making
process. The more positively affective, the less involved in systematic processing.
In exhibitions, both buyers (attendees) and sellers (exhibitors) are benefit by the
introduction o f new products, learning new trends in the industry, meeting experts, and
comparing competition (Gopalakrishna, Lilien, Williams, & Sequeira, 1995; Palumbo,
O'Hara, & Herbig, 1995). However, exhibitors may have significantly less time to
participate in any social and educational events during the show because they must
remain in their booth to assist attendees. Therefore, measuring the effect of emotional
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value of exhibitors is important to find a way to provide opportunities to make them feel
enjoyment and a sense of belong. This may lead to improve exhibitors’ satisfaction and
their perceived value o f the show. Behavior intentions include willingness to pay, word
o f mouth, and loyalty.
Hypothesis 6: Emotional value is positively related to overall satisfaction.
Hypothesis 7: Emotional value is positively related to behavioral intentions.
Social value

Social value presents the social impact of the purchase (Sanchez et al., 2006).
Customers consider their image when they eonsume a produet or service. Some
customers who consider cognitive measures such as quality and price are sensitive to a
price that they invest in products and services. On the other hand, other customers are
less likely to be sensitive to price changes because they have preference to a specific
brand. They may helieve possessing specific products will make other people perceive
them more positively (Monroe, 1990).
It is worth considering emotional value as interpersonal relationship or a groupbased reaction (Bagozzi et al., 1999). In this aspect, a socialization of individuals is
critical in the business to business area. Exhibitors pursue non-selling objectives by
communicating with other components of their industry during an exhibition. Exhibitors
build relationships with the press and collect competitor information regarding products,
prices and marketing policies (Bonoma, 1983). They maintain company image to
customers and competitors by exhibiting their booth.
Tsiotsou (2005) explained social value in terms of self-achievement, self-respect,
and a sense o f accomplishment. As an important predictor of social attitudes and
24
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behaviors, this is connected to purchase behavior and communication effects. For this
reason, so many exhibitions include social functions on the exhibition floor such
networking opportunities as cocktail parties, special dinners or outdoor events (Herbig,
O'Hara, & Palumbo, 1998). Doing so may have an impact on the affective dimension.
Behavior intentions include willingness to pay, word of mouth, and loyalty.
Hypothesis 8: Social value is positively related to overall satisfaction.
Hypothesis 9: Social value is positively related to behavioral intentions.

Summary

Understanding perceived value is essential to improve customer satisfaction and
lead better customer behavior. Previous studies of the impact of perceived value on
satisfaction and other studies of the impact of customer behavior provide an idea of
developing a theoretical framework for this study. This study examines four perceived
value dimensions and combines satisfaction as a mediator between perceived value and
eustomer behavior.
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CHAPTER m

RESEARCH DESIGN AND METHODOLOGY
Introduction
For the purpose o f this study, four perceived value dimensions are examined to
anticipate customer behaviors. This research also examines the relationship between the
perceived value for exhibitors and their satisfaction.
In this chapter, research models and hypotheses are described. This chapter also
describes research methodology, measurement scales, sampling, data collection, and data
analysis.

Research Model and Hypotheses
The purpose o f this study is to examine perceived values that influence exhibitor
decision-making in the tradeshow setting. The second purpose of this study is to examine
the relationship among perceived values, satisfaction, and behavioral intentions such as
customer loyalty, willingness to pay, and word of mouth.
The significance of this model in the tradeshow setting is related to the exhibitors’
role at the tradeshow since exhibitors play an important function in determining the
success of the show. Furthermore, the exhibitors’ estimations and reports after the
tradeshow also have impacts on corporate decisions leading to the next event. Studying
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exhibitor perceptions, satisfactions, and their reactions provide essential information to
managers. The results of this study will help show managers establish effective
marketing strategies for the tradeshows. For this purpose, a research model is suggested
(see Figure 1).
This study investigates structurally designed relationships between four different
perceived values, satisfaction, and three different customer behaviors. Based on literature
review, a summary of the hypotheses to be tested are presented below. Behavior
intentions include dependent variables such as willingness to pay, word of mouth, and
loyalty.
Hypothesis 1: Overall satisfaction is positively related to behavioral
intentions.
Hypothesis 2: Perceived quality is positively related to overall satisfaction.
Hypothesis 3: Perceived quality is positively related to behavioral intentions.
Hypothesis 4: Price fairness is positively related to overall satisfaction.
Hypothesis 5: Price fairness is positively related to behavioral intentions.
Hypothesis 6: Emotional value is positively related to overall satisfaction.
Hypothesis 7: Emotional value is positively related to behavioral intentions.
Hypothesis 8: Social value is positively related to overall satisfaction.
Hypothesis 9: Social value is positively related to behavioral intentions.
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Figure 1. Relationships between perceived value, satisfaction, and customer behaviors.
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Research Method
Sampling Frame and Data Collection

A survey was used as an instrument to conduct this study. A convenience
sampling method was employed in order to collect data. The data was collected from
exhibitors who participated in the 2007 “The Show” in Las Vegas. Three previous
separate shows co-located their events for the first time (International Las Vegas
Restaurant Show, Nightclub & Bar show, and Las Vegas Hospitality Expo). This study,
exhibitors at the International Las Vegas Restaurant Show (co-located with “The
Show”) were chosen as the sampling population since the associations are
representatives of the hospitality industry. The survey was conducted at the Las Vegas
Convention Center for two o f the four day event. The show expected 30,000 attendees
and exhibitors. Survey participants were limited to exhibitors who were exhibiting at
their company’s booth. This separated the participants from the attendees’ group.
The survey was conducted on March 6 and 7, 2007 at public places such as
peripheral zones of the convention center, interception locations, the entrance, and the
exit of the venue. Graduate students distributed surveys on a voluntary basis. In all,
179 surveys were collected and used as valid data for this study.

Questionnaire Design and Scale Measurements
An in-depth literature review on this topic, discussions with three professors, and
questionnaires were developed to test the proposed relationship model. The
questionnaire was divided into three parts. The first part of the questionnaire was
composed of 15 out of 25 questions regarding perceived values: three questions on
29
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business success and two questions on service personnel in a show quality section of the
survey, four questions on rental price for booth exhibits, and three questions on the
participant’s emotional and social values. The second part of the questiormaire included
10 out of 25 questions: three questions on exhibitor satisfaction of the show, seven
questions on promised behavioral intentions with three questions related to willingness to
pay, two questions related to word of mouth, and two questions related to customer
loyalty. The last section of the questionnaire surveyed the participants’ demographic
information such as gender, age, education level, annual company revenue, and ethnicity.
Also, questions concerning attendance frequency and exhibitor careers in this industry
were asked in order to examine the differences between exhibitor perceptions.
Four perceived values were predictors of customer satisfaction and behavioral
intentions. The show quality items including performance and personnel service were
adopted from Bonoma (1983) and Ainscough (2005). To measure the perception of
booth rental fees, this study used four items from Sanchez, Callarisa, Rodriguez, and
Moliner (2006), Petrick (2004b), and Kim, Lee, and Yoo (2006). Emotional value was
measured using three items from Babin, Darden, and Griffin (1994), Sui and Baloglu
(2003), and Sanchez et al. (2006). The items for social values were taken from Sweeney
and Soutar (2001) and Sanchez et al. (2006).
As an intermediate item affecting the outcomes of behavioral intentions from
customers, satisfaction was measured based on a study by Kim et al. (2006). Among the
three outcome variables, willingness to pay was adapted from Grewal, Krishnan, Baker,
and Borin (1998), Dodds, Monroe, and Grewal (1991), and Ainscough (2005). Items
related to willingness to pay were applied to the exhibition industry relating to the booth
30

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

rental fees. Items to measure word of mouth were taken from Kim et al. (2006), and Sui
and Baloglu (2003). Finally, loyalty was adapted from a study by Kim et al. (2006).
To maintain consistency, measurement scales used for this study were adopted
from previous studies (Ainscough, 2005; Sanchez et al., 2006). The questionnaire design
was based on multiple scales for perceived value offering diverse and detailed results.
Through discussions with a professional in the hospitality industry and university faculty
members, this study decided to use four scale measures instead of five in order to develop
more cautious answers from respondents and prevent them from selecting the neutral
response. A summary o f the multiple-item scales was used for this study. All items in
the questionnaire were measured on a 4 point Likert-scale ranging from 1 (strongly
disagree) to 4 (strongly agree), with the exception o f satisfaction and willingness to pay,
which used a 1 to 4 semantic differential scale.

Data Analysis
Data were analyzed by using SPSS 13.0. Descriptive statistics and all research
variables were computed to check missing data or error. Before testing hypotheses,
normality, constant variance, and linearity were assessed by residual and linear plots.
Also, multicollinearity and outliers were examined. The multiple linear regression
analysis is conducted to test all hypotheses at a 0.05 significance level.
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CHAPTER IV

DATA ANALYSIS AND RESULTS
Introduction
In this chapter, descriptive and reliability analysis and multiple linear regression
analysis are conducted by using SPSS 13.0. In addition, respondents’ profile was
summarized and described.

Profile of the Participants
The demographic profile is outlined in Table 1. 179 questionnaires were
gathered. Among them, 61.5% were male exhibitors and 38.5% were female exhibitors.
With regards to age group o f the total respondents, approximately 20% were between the
ages of 30 and 34, 18.4% were between the ages o f 25 and 29, 15.6% were between the
ages of 35 and 39, and 14% were between the ages of 40 and 44. Most respondents had
at least a college level education, followed by graduate school (24%), some college
(11.7%), and high school or less (3.4%).
According to company size, more than 50% of the respondents were working at a
small company (under $10 million in annual revenues), 29% were working at a medium
sized company (annual revenues between $10 and 250 million), and 18% were working
at a large company (over $250 million in annual revenues). In terms of work experience.
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the questionnaire asked about how many years respondents worked in the exhibition
industry. Slightly more than half of the respondents, 52.5% had at least five years
experience in the industry. This was followed by 23.5% with six to ten years work
experience, and then 24% had more than ten years work experience in the industry.
With regards to the number of attendees, 46.9% were first-time exhibitors, and 53.1%
were revisit exhibitors (see Table 1).

Descriptive Statistics and Reliabilities of Model Variables
Table 2 shows the descriptive statistics. The means and standard deviation for
each variable used in this model are displayed. Among independent variables, emotional
value had the highest mean score of 3.09 with a standard deviation of 0.72255. Price
fairness had the lowest mean score of 2.73 with a standard deviation of 0.74764. As a
mediator, the mean for satisfaction was 2.98 with a standard deviation of 0.66394.
Among variables in behavior intentions, loyalty had the highest score of 3.18 with a
standard deviation of 0.81480.
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Table 1
Frequency o f Demographics

Variables
Gender

Age

Education

N

%

110

61.5

Female

69

3&5

10-24

12

6.7

25-29

33

18.4

30-34

35

19.6

35-39

28

15.6

40-44

25

14.0

45 > =

46

25J

6

3.4

108

603

Some college

21

11.7

Graduate school

43

24.0

Small (<$10 million)

94

52.5

Medium ($10-250 million)

52

29.1

Large ( > $250 million )

32

17.9

Less than 5 years

94

525

6-10 years

42

233

More than 10 years

43

24.0

1 time

84

46.9

2 times > =

95

53.1

Male

High school or less
College

Company size

Work Experience

# of Attendance
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Table 2
Descriptive statistics

PQ

PF

EV

SV

SAT

WP

Wom

Loy

Mean

2.95

2.73

209

2.78

2.98

232

3.11

3.18

SID.

.58024

.74764

.72255

.69925

.66394

.75517

.71460

.81480

149

156

162

158

169

168

N

176
177
Note. T= tolerance. PQ= perceived quality. PF= price fairness, EV= emotional value.
SV= social value. SAT= satisfaction. WP= willingness to pay. Wom= word of mouth.
Loy= loyalty.

The results of the reliability analysis for this study are presented in Table 3. The
reliability test on SPSS 13.0 was used to test the consistency of the items. Based on the
results of this test, items that have Cronbach’s Alpha score of less than 0.6 are eliminated
from the questionnaire. In general, Cronbach’s alpha values which are above 0.6 are
accepted to be reliable (Prosser, Costello, Simpson, Patel, Rowe et al., 1998). All the
variables except loyalty were considered as appropriate for this test (see Table 3). One
question related to loyalty for loyalty was eliminated on the questionnaire based on the
low value o f Cronbach’s alpha, 0.316. A question regarding intention to revisit was
selected to measure loyalty because it was considered to be more appropriate.

TbMg j
Reliability o f Component Items

Cronbach’s Alpha

PQ

PF

EV

SV

SAT

WP

Wom

Loy

.791

.922

332

381

.900

.750

372

.316

35

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

Testing Hypotheses
Prior to performing a linear regression analysis, two critical preparations were
conducted. First, individual items for each variable were computed and transformed into
a new variable through SPSS 13.0. Next, four basic assumptions of the regression
analysis were examined to check if there were any violations that would impact the
results of this study. In general, normality, constant variance, and linearity were tested to
see if the data set for this study satisfied the required assumptions. In addition, outliers
and multicollinearity tests were conducted before the hypotheses test in the multiple
regression analysis (Norusis, 2004).
Through histograms and normal probability plots, the normality of the data was
confirmed. Since variables were measured by a Likert-scale and semantic scale, ranging
from 1 to 4, no unusual measurements were identified in the data set (McClave, Benson,
& Sincich, 2005). Linear relationships were checked by producing partial plots in SPSS
13.0. The studentized residuals were plotted as the Y variable against the predicted
values. The constant variance was tested through the plots with a combination of
standardized residual in the Y variable and standardized predicted value in the X variable
(Norusis, 2004).
Table 4 displays correlation coefficients between independent and dependent
variables. Since there were some high correlation coefficients, the analysis of variance
inflation factors (VIF) was considered in order to check the degree of multicollinearity
among independent variables. In general, a VIF larger than 5 is considered as
problematic (Snee, 1977). “The greater the multicollinearity, the more unstable the
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partial regression coefficients. Therefore, the likelihood that they are statistically
significant is lower” (Tabachnick & Fidell, 1996, p. 45).

Table 4
Summary o f Correlation Analysis

PQ

PF

EV

SV

SAT

WP

Wom

PQ

1

PF

392**

1

EV

.672**

.423**

1

SV

331**

.327**

.645**

1

SAT

.660**

311**

.726**

329**

1

WP

330**

.476**

.625**

353**

379**

1

Wom

378**

359**

332**

341**

.771**

393**

1

Loy

.498**

330**

333**

.442**

315**

326**

390**

Loy

1

Note. **p< .01.

The Direct Relationship between Perceived Values and Satisfaction

Table 5 indicates the results of the simple linear regression analysis. The absolute
value of the correlation coefficient (R) between all independent variables and customer
satisfaction is 0.745. Close to 56% of the variation in customer satisfaction is explained
by the variability in the four independent variables referred to as perceived quality, price
fairness, and emotional and social value (p< .001, F = 34.236).
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Table 5
Summary o f Regression Analysis (N=l 15)
R

R2

Adjusted R^

Df

F

Sig.

.745

.555

338

4

34.236

.000***

Note. Dependent variable is satisfaction. *** p< .001.

Perceived quality (t=2.493, p<.01), price fairness (t=1.918, p<.05), and emotional
value (t=3.751, p<.001) had significant effects on overall satisfaction, while social value
(t=1.138) did not show a significant relationship at less than 0.05 confidence level (see
Table 6). This result supported Hypothesis 2, and 6 that perceived quality and perceived
emotional value are positively related to overall satisfaction. As expected, the
relationship between perceived price fairness to satisfaction was significant at 0.05
significance level, supporting Hypothesis 4.
The results o f the coefficients indicate that there are positive effects on overall
satisfaction, such that satisfaction increases by 0.274 as one unit of perceived quality
increases; satisfaction increases by 0.348 as one unit of emotional value.
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Table 6
Significance o f Regression Coefficients (N=^115)
B

SEB

(Constant)

.428

.223

PQ

.274

.110

PF

.143

EV
SV

Model

t

P

Sig.

T

VIF

1.919

.000

.250

2.493

.007**

.404

2.474

.075

.160

1.918

.029*

.585

1.708

.348

.093

.376

3.751

.000***

.404

2.478

.089

.078

.100

1.138

.129

.526

1.900

Note. Dependent variable is satisfaction. * p< .05. **p< .01. ***p< .001.

The Direct Relationship between Perceived Values and Willingness to Pay

In Table 7, absolute value of the correlation coefficient (R) between all
independent values and willingness to pay is 0.714. Fifty-one percent of the variation in
willingness to pay is explained by the four independent variables referred as perceived
quality, price fairness, and emotional and social value (p< .001, F = 28.911).

7
Summary o f Regression Analysis (N = l 16)

R

R2

.714

.510

Adjusted R^

Df

4
.493
Note. Dependent variable is willingness to pay. *** p< .001.

F

Sig.

28.911

.000***
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According to results, price fairness is positively related to a customer’s
willingness to pay at a significance level less than 0.01 with a t-value of 2.096. Social
value is positively related to a customer’s willingness to pay at a significance level less
than 0.001 with a t-value of 4.482. Emotional value was also positively related to
willingness to pay (t=l .792, p<.05). On the other hand, perceived quality (t=0.376) are
not found to be as significant. Therefore, the proposed Hypotheses 5, 7, and 9 were
confirmed for willingness to pay. In other words, price fairness, emotional, and social
value are positively related to willingness to pay. According to the results, the
willingness to pay increases by 0.253 as one unit of price fairness increases. The
willingness to pay increases by 0.202 as one unit of emotional value increases. The
willingness to pay increases by 0.429 as one unit of social value increases.

Table 8
Significance o f Regression Coefficients (N = l 16)

B

SEB

(Constant)

-.075

.268

PQ

.049

.130

PF

.253

EV

.202

Model

P

t

Sig.

T

VIF

-.279

.390

.039

.376

.354

.412

2.426

.087

.243

2.096

.002**

.632

1.582

.113

.189

1.792

.038*

.398

2.514

SV
.429
.409
4.482
.000***
.530
.096
Note. Dependent variable is willingness to pay. * p< .05. **p< .01. ***p< .001.
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1.888

The Direct Relationship between Perceived Values and Word o f Mouth

The absolute value o f the correlation coefficient (R) between all independent
values and word of mouth is 0.713 (see Table 9). Approximately 51% of the variation in
word of mouth is explained by the variation of the four independent variables referred to
as perceived quality, price fairness, and emotional and social value (F=29.015, p<0.001).

Table 9
Summary o f Regression Analysis (N=117)

R

R:

Adjusted R^

Df

.509
.491
4
.713
Note. Dependent variable is word of mouth. *** p< .001.

F

Sig.

29.015

.000***

Emotional value (t=5.243, p<.001) was the only variable that had a significant
effect on word of mouth, while perceived quality (t=0.869), price fairness (t^O.237) and
social value (t=l .282) did not show a significant relationship at the level of p< 0.05.
Thus, the positive relationship between emotional value and word of mouth described in
the Hypothesis 7 is supported (see Table 10). Based on the results, the effect of word of
mouth is predicted by 0.535 as one unit of emotional value increases.
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Table 10
Significance o f Regression C oeff dents (N=115)
Model

B

SEB

(Constant)

^05

.243

QP

.102

.117

PF

.019

EV
sv

t

P

Sig.

T

VIE

3.318

.001

.090

869

.097

.412

2.427

.079

.020

^37

.204

.633

1.580

j3 5

.102

.554

5.243

.000***

J9 3

2.545

.111

.086

.117

1.282

.051

J2 3

1.914

Note. Dependent variable is word of mouth. *** p< .001.

The Direct Relationship between Perceived Values and Loyalty

Table 11 indicates the results o f the regression analysis. The absolute value o f the
correlation coefficient (R) between all independent values and customer satisfaction is
0.611. Approximately 37% variation in customer loyalty is explained by all four
independent variables referred to perceived quality, price fairness, and emotional and
social value (F=16.358, p<0.001).

Summary o f Regression Analysis (N=1I7)

R

R"

Adjusted R^

350
.611
J^3
Note. Dependent variable is loyalty. *** p< .001.

Df

F

Sig.

4

16.356

.000***
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Table 12 displays only one significant effect on customer loyalty with emotional
value (t=4.183, p<.001). The remaining relationships with the three independent
variables were not significant at a greater significant level, p> 0.05. Thus, Hypothesis 7
with regards to loyalty in customer behavior was supported. Loyalty significantly
increases by 0.542 as one unit of emotional value increases.

Table 12
Significance o f Regression Coefficients (N = l 15)

Model

B

SEB

(Constant)

.894

.316

QP

.167

.148

PF

.034

EV

.542

P

t

Sig.

T

VIE

2.831

.003

.130

1.128

.131

.430

2323

.101

.032

337

369

.642

1.558

.130

.493

4.183

.000***

.411

2.434

.450

332

1.879

.013
.014
SV
.110
Note. Dependent variable is loyalty. ***p< .001.

.126

The Relationship between Perceived Values and Willingness to Pay through Satisfaction

The results for willingness behavior as dependent variable are shown in Table 13.
Two positive relationships were supported with F-value 33.097 at p<0.001. First, each
perceived value (perceived quality, price fairness, emotional, and social value) is
positively related to willingness to pay. Second, overall satisfaction is positively related
to willingness to pay. The absolute value of the correlation coefficient (R) between all
independent values and willingness to pay is 0.778. Approximately 61% of the variation
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in willingness to pay is explained by the variability in the four independent variables
referred to as perceived quality, price fairness, and emotional and social value.

Table 13
Summary o f Regression Analysis (N=114)

R

R:

Adjusted R^

Df

5
.605
.778
.587
Note. Dependent variable is willingness to pay. ***p< .001.

F

Sig.

33.097

.000***

Three independent variables appeared significant at less than 0.01 with t-value 2.869
for price fairness and significant at less than 0.001 with t-value 4.721 for social value.
Satisfaction (t=4.825, p<.001) had significant effects on willingness to pay (see Table
14). Hypothesis 5 and Hypothesis 9 were supported, explaining that price fairness and
social value are positively related to customer behavior, particularly on willingness to
pay. Also, Hypothesis 1 was supported, explaining that overall satisfaction is positively
related to willingness to pay in customer behaviors. Perceived quality (t=-1.254) and
emotional value (t=-0.045), did not show a significant relationship at less than 0.05. In
addition, no indirect relationship through satisfaction was found.
The results o f the regression coefficients (see Table 14) indicate that the willingness
to pay increases by 0.235 as one unit of price fairness increases. The willingness to pay
increases by 0.403 as one unit o f social value increases. The willingness to pay increases
by 0.495 as one unit o f satisfaction increases.
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Table 14
Significance o f Regression Coefficients (N=114)
Model

B

SEB

(Constant)

-.184

.245

PQ

-.152

.122

PF

.235

EV
SV

t

P

Sig.

T

VIE

-.752

.227

-.123

-1.254

.107

.383

2.611

.082

.231

2.869

.003*

.566

1.767

-.005

.106

-.005

-.045

.482

.362

2.762

.403

.085

.393

4.721

.000***

.527

1.898

SAT
.495
.103
.439
4.825
.000***
Note. Dependent variable is willingness to pay. **p< .01. ***p< .001.

.699

2.239

The Relationship between Perceived Value and Word o f Mouth through Satisfaction

Table 15 shows 0.792 of the absolute value of the correlation coefficient (R)
between all independent values and word of mouth. Approximately 63% of variation in
word of mouth is demonstrated by the variation of the four independent variables and
satisfaction (p< .001, F = 36.737).

Table 15
Summary o f Regression Analysis (N = l 15)

R

R2

Adjusted R^

.792

Df

.611
5
.628
Note. Dependent variable is word of mouth. *** p< .001.

F

Sig.

36.737

.000***
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Hypothesis 7 on word of mouth in customer behaviors is supported by the result
o f emotional value (t=3.627, p<.001). Adjusted

was higher than the result from a

direct relationship (see Table 16). Additionally, Hypothesis 1 was supported with a tvalue 5.817 at less than 0.001, but Hypotheses 2, 4, and 8 in order of perceived quality
(t=-0.142), price fairness (t= -l.l 15) and soeial value (t=0.906) were rejected. According
to these results, the proposed model regarding word of mouth in customer behaviors
supported a positive relationship between emotional value and word of mouth as well as
between satisfaetion and word of mouth. By combining these results, emotional value
was determined to be an important factor, having both a direct relationship with word or
mouth and an indirect relationship with word of mouth through satisfaction.
According to the results of the coefficients eorrelations between variables,
emotional value and satisfaction were discovered to be significant value dimensions. The
effect of word o f mouth increases by 0.345 as one unit of emotional value increases and
increases by 0.534 as one unit of overall satisfaction rises.
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Table 16
Significance o f Regression Coefficients (N=115)

B

SEB

.543

.219

PQ

-.015

• .109

-.013

PF

-.082

.073

-.87

EV

.345

.095

.354

3.627

SV

.069

.076

.073

.906

Model
(Constant)

P

t

Sig.

T

VIE

2.483

.075

-.142

.444

.383

2.613

-1.115

.134

.566

1.766

.000***

.358

2.795

.184

.520

1.923

.000***

.445

2.245

.534
SAT
.092
5.817
.509
Note. Dependent variable is word of mouth. ***p< .001.

The Relationship between Perceived Value and Loyalty through Satisfaction

The absolute value o f the correlation coefficient (R) between all independent
values and loyalty is 0.753 (see Table 17). All independent variables including
satisfaction explain 56.6% o f variation in customer loyalty (p< .001, F = 27.965).

Tablel7
Summary o f Regression Analysis (N=113)

R

R2

Adjusted R^

.753
.566
.546
Note. Dependent variable is loyalty. ***p< .001.

Df

F

Sig.

5

27.965

.000***
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Similar to the results observed from word of mouth, emotional value (t=2.389,
p<.05) and satisfaction (t-7.143, p<.001) had significant effects on loyalty. In contrast,
perceived quality (t—0.395), priee fairness (t=-0.848) and social value (t—0.535) did not
show a signifieant relationship at less than 0.05 confidence level. Therefore, this study
supported Hypothesis 7 that emotional value is positively related to customer loyalty.
Hypothesis 1 was also supported, indicating that satisfaction is positively related to
loyalty. Adjusted

in Table 18 was higher than the one in Table 11.

Table 18
Significance o f Regression Coefficients (N=113)

Model

B

SEB

(Constant)

.472

.273

PQ

-.052

.130

PF

-.075

EV
SV

P

t

Sig.

T

VIE

1.725

.087

-.040

-.398

.692

.401

2.491

.089

-.071

-.848

.399

.573

1.746

.272

.114

.246

2.389

.019*

381

2.626

-.049

.092

-.047

-.535

.594

.530

1.886

.000***

.476

2.100

7.143
.800
.112
SAT
.659
Note. Dependent variable is loyalty. *p< .05. ** *p< .001.

Figure 2 displays all the positive directions linked to overall satisfaction and
customer behaviors. Priee fairness and soeial value has only direct relationships with
willingness to pay. Price fairness is also indirectly related to behavior variables through
satisfaction. Perceived quality is only indirectly related to customer behaviors through
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overall satisfaction. Only emotional value is directly related to word of mouth and
customer loyalty. Also, emotional value has an indirect influence on willingness to pay,
positive word of mouth, and customer loyalty through satisfaction. Through the results
of Table 19, this study found more significant effects on customer behaviors through
overall satisfaction.

Price
Fairness

Word of Mouth
R^=.611

.231
Perceived
Quality

.354

/

.160

.437

.250

Emotional
Value

Overall
Satisfaction
.376

Willingness to
Pay
R2=.587

.509

—►
.659

Social
Value

.393

.246

\

Loyalty
R ^.546

Figure 2. Relationships among variables of perceived value and customer behaviors.
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Table 19
Comparison between Adjusted

Model

WP

N

Worn

N

Loy

N

DR

.493

116

.491

117

.350

115

1RS

.587

114

.611

115

.546

113

Note. DR is a direct relationship. 1RS is an indirect relationship through satisfaction.
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CHAPTER V

DISSCUSSION AND SUGGESTIONS
Introduction
The summary o f findings in this study is reported in this chapter including
practical implications. Limitations and recommendations for further research are
provided.

Discussions
The purpose o f this study was to examine perceived value as an important
component among perceived values that influence exhibitor decision-making in the trade
show setting and to examine the relationships among perceived values, satisfaction, and
behavioral intentions including loyalty, willingness to pay, and word of mouth. Overall,
seven out of the nine hypotheses (Hypotheses 1 ,2 ,4 , 5, 6, 7, and 9) were supported
indicating that the proposed model was mostly applied to the exhibition industry. By
using a multiple regression analysis, these variables were analyzed simultaneously.
Hypothesis 2, 4, and 6 were concerned with the direct relationship between each
perceived value o f these hypotheses and overall satisfaction. Hypothesis 5 and 9 showed
positive relationships between price fairness and willingness to pay in customer
behaviors and between social value and willingness to pay in customer behaviors.
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Hypothesis 7 showed that emotional value is positively related to willingness to pay,
word of mouth, and customer loyalty. Finally, indirect relationships through overall
satisfaction were confirmed by including satisfaction as an independent variable in a
multiple linear regression analysis. Hypothesis 1 confirmed that overall satisfaction was
positively related to all three behavioral intentions. From Hypotheses 2, 4, and 6, it
appeared that there was an indirect relationship of perceived quality, price fairness, and
perceived emotional value to all three behavioral intention variables such as loyalty,
willingness to pay, and word-of-mouth.
The results of this study have confirmed previous findings that customer
perceived value is significantly related to better customer satisfaction and positive
customer behaviors (Benkenstein, Yavas, & Forberger, 2003; Kwun & Oh, 2004;
Sanchez, Callarisa, Rodriguez, & Moliner, 2006; Sweeney & Soutar, 2001). This study
also verifies that price is an influential element of willingness to pay (Ainscough, 2005).
Additionally, this study recommends four significant results that can be applicable to the
exhibition industry.
First, social value was determined as an important factor in having a direct impact
on willingness to pay. Next, emotional value is directly related to word of mouth and
customer loyalty. Also, emotional value has an indirect influence on willingness to pay,
positive word o f mouth, and customer loyalty through satisfaction. Interestingly,
perceived quality has an indirect effect on exhibitors’ behaviors through satisfaction and
this result is consistent with a previous study conducted in the cruise industry (Petrick,
2004b). Each perceived value has a powerful effect on willingness to pay, positive word
o f mouth, and customer loyalty through overall satisfaction. The results of the adjusted R
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square values were much higher when the data were tested in indirect relationships
compared to direct relationships. Thus, higher impacts on expected customer behaviors
can be achieved through improving the awareness of perceived quality and emotional
value through overall satisfaction.
From a managerial perspective, show managers must consider every factor when
pursuing overall satisfaction and positive customer behaviors. At the same time, these
items cannot be disregarded when measuring the perceptions of exhibitors.

Suggestions
Based on the findings o f this study, show managers can better understand which
values are considered to be important to exhibitors. The results o f this study revealed the
direction regarding how each perceived value is positively related to overall satisfaction
and customer behaviors. This study allows show marketers to identify influential factors
related to overall satisfaction and customer behaviors. As such, show marketers can
implement more practical strategies in order to increase the customers’ satisfaction levels.
This requires show managers to primarily focus on improving the customer’s perceived
value concept.
Implications fo r Perceived Quality

Perceived quality has a positive relationship with customer behaviors indirectly
through satisfaction. To measure the effectiveness of a trade show, items regarding
business success and employee service were selected. Business success is considered to
be tangible evidence indicating the effectiveness of the show. According to Chapman
(1987), all documents containing information about attendees and sales contacts might be
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tangible achievements during a show. After the trade show, many exhibitors may count
the contracts and sales from leads that they have acquired at the show (Herbig, O'hara, &
Palumbo, 1994). However, not all prospective leads at a show will result in real sales
contracts. Exhibitors might not be satisfied with their achievements when they compare
the amount of lead contacts with their expectations of actual sales achievements. In order
to improve the perceived quality of the show, especially related to exhibitors’ business
success, show managers must demonstrate to exhibitors that there is an increase in value
for them to participate in the exhibition. From a show manager’s viewpoint, it is
important to select appropriate quality and quantity of audiences (O’Hara & Herbig,
1993). Studies have suggested pre-show promotions and follow-up activities for
attendees and not for exhibitors. Similar programs need to be designed in order to
improve the exhibitor’s perceived quality of the show. Providing viable marketing tools
is essential in maintaining continuous communication between both participants and
show managers after the show.
Locations: Implications fo r Perceived Price Fairness

Price is an important concern to consumers since it is the essential sacrifice in
exchange for products and services. From the results of this study, price fairness is an
important predictor of satisfaction and willingness to pay since hooth rental fees
represents a significant portion of a company’s budget in deciding to participate in the
exhibition. Additionally, booth location appears to have a significant relationship to price
fairness since location is closely related to traffic flow at a show (McMaster, 2001).
Booth space is often determined by random lottery or a point system based on booth size
and number of years a company has exhibited. Some shows place their largest exhibitors
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in predetermined locations throughout the exhibit hall and then fill in the space between
the major exhibitors with smaller booth configurations. This drives attendee traffic past
smaller booths as they traverse the show floor to visit the major exhibitors. Tradeshow
managers must find creative ways to make smaller exhibitors feel they have paid a fair
price for the booth size they order. Some drive attendee traffic to “dead spots” on the
exhibit floor by using entertainment or a promotional gimmick to make the areas more
attractive. Others create new product displays or award recognition which can drive
attendee traffic to less prominent areas on the show floor.
Memberships: Implications fo r Perceived Social Value

Show management must consider other variables that may reinforce an exhibitor’s
willingness to pay to attend future shows. The exhibitor must believe that the value of
attending is worth the amount paid. The results of this study suggest social values
regarding individual socialization as the second most influential element in the process of
a decision to participate. This result indicates that exhibitors assess and recognize the
overall tradeshow experience not only through expected performance in terms of price
value, but also individual psychological aspects in terms of affective value. Show
managers should capitalize on the fact that an exhibitor who is a member may be more
involved with the show because their purpose o f participating in the show is to build
networks with friends and colleagues. As a result, show managers should promote
membership to all exhibitors. Providing “members only” discounts for space and other
services may result in positive affective value. This will not only improve the perceived
social value of the show for exhibitors, but also attract these exhibitors to become
members of a professional association.
55

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

Special Events fo r Exhibitors: Implications fo r Perceived Emotional Value

Another distinctive result found in this study is that emotional value leads to
customer intentions such as willingness to pay, word of mouth, and loyalty through direct
or indirect relationships. Previous studies in the tourism (Benkenstein et al., 2003) and
leisure (Yasin & Yavas, 2001) industries report that positive word of mouth affects and
ensures loyalty from satisfied customers. Sui and Baloglu (2003) discovered an
important role o f emotional attachment related to revenue growth in the casino industry.
Highly attached customers show a higher intention to spend more and stay longer at a
casino compared to other customers.
For the trade show industry, emotional value was measured by focusing on
personal feelings o f pleasure, a sense of belonging, and learning from the industry
professionals in regards to new products and new information. Show marketers should
consider developing programs for exhibitors beyond the typical social events such as
social nights and special dinners. These newly designed programs should make
exhibitors feel involved with the show. The goal is to enable show marketers to take
advantage of these positive feelings while improving overall satisfaction and customer
loyalty.

Limitations and Recommendations for Future Study
This study has some limitations that can lead to recommendations for further
research. Since the data was collected at a particular tradeshow, the results of this study
cannot be generalized from the sampling population. Furthermore, it was difficult to find
the right exhibitor who knew about the rental price of a booth during this show. Often
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booth space is purchased as a function of corporate marketing. As such, this resulted in
some incomplete surveys with participants answering N/A in the section of price fairness.
In the data analysis, although the results of the reliability test reported high scores
between items, the association of variables created in the factor analysis does not support
the items related to the value o f perceived quality.
Another difficulty is in regards to the measurement of show effectiveness during
the event since purchases may be made during the months after the show. Based on this
point, further study can compare the results during the show and after the show.
This particular tradeshow was unique in that three previously separated shows
related to the hospitality industry were incorporated into one main exhibition. A separate
survey for exhibitors representing each of the three shows could offer better suggestions
to show marketers because these shows may be different in terms of content, audience,
and purpose. This may provide better findings and suggestions associated with
exhibitors.
Since this research primarily focused on exhibitor perceptions of a trade show
related to the measurement of show effectiveness, a study could be applied to a consumer
show. Based on this, a future study might compare the differences between the show
types since they are different in purpose and in their attributes regarding audience interest
factors or quality o f attendees, particularly if they are serious buyers or not. Thus, the
perceptions o f perceived value may be different.
With respect to ownership of the exhibiting companies, the results of this study
could be different. Exhibitors from a large company are less likely to be price sensitive
to booth rental fees so their perceptions of a show are more influenced by the results of
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social activities. On the other hand, the perceptions of exhibitors who are owners of the
company are more likely to be concerned with the overall business success as compared
to the cost of participating in the tradeshow.
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APPENDIX I
RESEARCH QUESTIONS
Variables
Quality

Research Questions
I attracted my expected number o f qualified prospective customers
Show management provided effective marketing tools to attendees
(ex. Pre-show promotions, quality publications)
The show’s reputation enhanced my potential for economic benefit
I trust the sales representative who sold me this booth space
The service personnel of this show were professional throughout the
sales process

Author

Price Fairness

Ainscough (2005), Bonoma (1983)

The value of the rental fee is fairly priced based on the size of our
booth
The value of the rental fee is fairly priced based on the location of our
booth
The space rental fee charged by show management is acceptable
It was a good purchase for the price paid

Author

Kim, Lee, & Yoo (2006), Sanchez, Callarisa, Rodriguez, & Moliner,
(2006), Petrick (2004b)
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Emotional

I enjoyed exhibiting at this show

Value
I have a sense of belonging to this show
I enjoyed being immersed in new products displayed at this show
Author

Babin, Darden, and Griffin (1994), Sanchez, Callarisa, Rodriguez, &
Moliner, (2006), Sui & Baloglu (2003)

Social Value

Participation in this show improves the way other exhibitors
perceived my company
This show provided meeting opportunities with senior managers and
notable companies in my industry
Many o f my competitors exhibit at this show

Author

Sanchez, Callarisa, Rodriguez, & Moliner, (2006),
Sweeney & Soutar (2001)

Overall
Satisfaction

How would you rate your level of satisfaction with quality of the
show
How would you rate your overall satisfaction with this trade show
How would you rate your overall satisfaction compared to other
similar trade show

Author

Kim, Lee, &Yoo (2006)
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Willingness to
Pay

If I were going to exhibit, the probability of exhibiting at this show is
The probability that I would consider sponsorship opportunities is
How would you rate your overall satisfaction with this trade show
The likelihood that I would increase booth space at this show is

Author

Ainscough T.L. (2005), Dodds, Monroe, & Grewal (1991),
Grewal, Krishnan, Baker, & Borin (1988)

Word of Mouth I would recommend this show to colleagues
I will tell other people positive things about this show
Author

Baloglu & Sui (2003), Kim, Lee, & Yoo (2006)

Loyalty

If participation in a competing show is less expensive, I will attend
that show
I intend to exhibit at this show in the future

Author

Kim, Lee, & Yoo (2006)
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APPENDIX II

COVER LETTER & QUESTIONNAIRE
This is a survey for a research project on price perception of trade show exhibitors,
conducted by a graduate student at University Nevada, Las Vegas (UNLV). The purpose
of this study is (a) to apply the perceived value concept to trade show setting and (b)
examine the role o f price perception as a crucial component of perceived value construct
on trade show exhibitors’ behavior in the future.

You are being asked to participate in the study because you are the exhibitor o f the
international Las Vegas restaurant show and at least 20 years of age. You will be given
some questions regarding the trade show you joined. It will take LESS THAN 5 minutes
to complete the questions. There may not be direct benefits to subjects as a participant in
this study. However, the opinion of the individual subject regarding perceptions of trade
show, especially price perception, will help researchers understand what they thought
about the quality o f the show compared to their cost.

This study includes only minimal risks. You may feel uncomfortable when answering
some questions (e.g. demographic questions). Your participation is voluntary. You may
refuse to participate in this study or in any part of this study. Your answers will be kept
confidential. Reference will not be made in written or oral materials that could link you
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to this study. All records will be stored in a locked facility at UNLV for 3 years after
completion o f the study. After the storage time, the information gathered will be
destroyed.

If you have any question or concerns about the study, you may contact student
investigator (Ju Hee Kang, 702-439-1852) or principal investigator (Dr. Seyhmus
Baloglu, 702-895-3932). For questions regarding the rights of research subjects, any
complaints or comments regarding the manner in which the study is being conducted,
you may contact the UNLV Office for the Protection of Research Subjects.

Thank you for your time and consideration. Your participation is greatly appreciated.

Section 1

Listed below are statements to evaluate each perceived value of your experience at this
show. Questions 1-2 relate to the quality of the show (business success and service
personnel). Question 3 is related to your emotional and social effects on participating in
this show. Please use the listed scales, where “ 1” means “strongly disagree” and
“4”means “strongly agree”.

1. Quality o f the Show (Business Success and Service Personnel)
I attracted my expected number of qualified prospective customers
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
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Show management provided effective marketing tools to attendees
(ex. Pre-show promotions, quality publications)
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
The show’s reputation enhanced my potential for economic benefit
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
I trust the sales representative who sold me this booth space
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
The service personnel o f this show were professional throughout the sales process
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A

2. Rental Price for the Booth Exhibit
The value of the rental fee is fairly priced based on the size of our booth
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
The value of the rental fee is fairly priced based on the location of our booth
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
The space rental fee charged by show management is acceptable
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
It was a good purchase for the price paid
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A

3. Your Emotional Feelings and Social Feelings
I enjoyed exhibiting at this show
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
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I have a sense o f belonging to this show
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
I enjoyed being immersed in new products displayed at this show
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
Participation in this show improves the way other exhibitors perceived my company
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
This show provided meeting opportunities with senior managers and notable
companies in my industry
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
Many of my competitors exhibit at this show
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A

Section 2: Your Opinion About Show Participation

The questions below are related to some results after a trade show experience. Please use
the listed scales to evaluate each perceived value o f your experience at this show, where
“1” means “very low” and “4”means “very high”.

1) Satisfaction
How would you rate your level of satisfaction with quality of the show?
Very Low 1 Low 2 High 3 Very High 4 N/A
How would you rate your overall satisfaction with this trade show?
Very Low 1 Low 2 High 3 Very High 4 N/A
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How would you rate your overall satisfaction compared to other similar trade shows?
Very Low 1 Low 2 High 3 Very High 4 N/A

2) Willingness to Pay
If I were going to exhibit, the probability of exhibiting at this show is
Very Low 1 Low 2 High 3 Very High 4 N/A
The probability that I would consider sponsorship opportunities is
Very Low 1 Low 2 High 3 Very High 4 N/A
The likelihood that I would increase booth space at this show is
Very Low 1 Low 2 High 3 Very High 4 N/A

Please use the scale below, where “1” means “strongly disagree” and “5”means “strongly
agree”

3) Word o f Mouth
I would recommend this show to colleagues
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
I will tell other people positive things about this show
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A

4) Loyalty
If participation in a competing show is less expensive, I will attend that show
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Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A
I intend to exhibit at this show in the future
Strongly Disagree 1 Disagree 2 Agree 3 Strongly Agree 4 N/A

Section 3: About You

Male

Gender:

Age:

Female

20-24

25-29

30-34

35-39

50-54

55-59

60-64

65-69

40-44 45-49

Education:

□ High School or less

□ College

□ Some College

oGraduate school

Annual Company Revenue:

□ Small (under $10 million)

□ Medium ($10-250 million)

□ Large (over $250 million)
Ethnicity:

□ American

□ European

□ Asian

Other

How many times have you attended this convention?
How long have you been in the exhibition industry?

Thank you fo r your participation
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